In recent years, the credit card market in India has shown positive growth. However, the Indian market with infrastructural constraints, collectivist tendencies, and recent economic developments due to liberalisation is different from Western countries. It was assumed that Indian consumers' attitude about credit card use is likely to differ from their Western counterparts. The purpose of current research was to examine relationship of money attitudes, credit card use, age and gender on compulsive buying behaviour of Indian consumers. It would enable in understanding differences, if any, between developing and developed country markets. Insights about consumers' attitudes towards credit cards and money can help credit card companies educate consumers about over spending and debt. It also attempts to understand applicability of money attitude and compulsive scale on Indian consumers. The results suggest that compulsive buying behaviour is influenced by money attitudes of power and price sensitivity. Extravagance-prudence and age moderate money attitude. Credit card companies can use themes of 'power' and 'price sensitivity' to target consumers. Compulsiveness can lead to social and financial problems; it is important to educate consumers about credit card use and associated risks.
Introduction
Credit card ownership in India is reported to be low in comparison to other developed countries. Among the emerging economies, China has the largest pre-paid credit card market followed by Russia, India, and Brazil (Banking Business Review, 2012) . Chinese prepaid market was valued at $160 billion while Russian market registered growth of 61.26% in 2011. India's credit card market is consolidated under three major banks, ICICI, Axis Bank, and State Bank of India and expected to grow at an annual rate of 39.68%.
There has been growth in platinum credit card segment from 18% in 2010 to 29% in 2011 (Bhoir, 2012) . Between 2003-04 and 2010-11, credit card ownership grew at 327.5% while debit card spending grew by 693.87% (Bondyopadhy, 2011) . Credit card users have increased by 10% in 2014-15. Industry sources report that credit card base was 21.1 million in 2014-15 against 19.2 million in the previous year (The Telegraph, 2015) . In recent years, private banks continue to be the major issuers of cards with a share of 57% in 2014-15. Their aggressive marketing strategy has brought down the share of foreign banks to 22% from 26%. This increase is attributed to increase of high income segments that prefer to acquire platinum credit cards. Indian consumers are getting comfortable using credit cards. This is because of growth in number of point-ofsales terminals and transaction ease (The Financial Express, 2013) . State Bank of India, the largest public sector bank, has reported adding 50, 000 credit cards per month. This can be attributed to increase in income levels, changes in lifestyle, and heavy promotions by credit card companies. However, credit card use is still restricted to bigger cities and among high income groups.
The use of debit cards in India during last few years was higher than credit cards (Press Trust of India, 2012) . Credit card transactions have increased to 23% for the year 2012, while debit card transactions have been 42%. Debit cards account for 94% transactions; however, total credit card transaction increase has been only 11%. This suggests increase in card base (Shinde, 2013) . There are immense opportunities for credit card companies targeting Indian consumers. Insights about Indian consumers' attitude towards money, spending, financial security/anxiety, and saving would help credit card companies to market their products. It would help them in educating consumers' about credit card attributes and benefits.
In Western countries, research has examined consumers' attitudes towards credit card use, compulsiveness and money attitudes (Elliott, 1994; Roberts and Sepulveda, 1999; Phau and Woo, 2008; Wang and Xiao, 2009) . With expanding credit card market, similar research in emerging countries can help in understanding usage and ownership among consumers. Research findings can help in comprehending if credit card ownership influence consumers' predisposition to overspend and exhibit compulsive behaviour. Compulsiveness can lead to social and economic problems; therefore, marketing of credit cards should be done with caution.
An examination of literature suggests that credit cards are associated with prestige, status, and power (Wickramasinghe and Gurugamage, 2009; Ahmed et al., 2010; Nga et al., 2011) and consumers use credit cards to exhibit their position in society (Willis and Worthington, 2006) . Credit cards enable people to overspend and acquire products to improve their self-esteem (Phau and Woo, 2008; Foscht et al., 2010; Pulina, 2011) . Compulsive buying behaviour is a chronic repetitive purchase behaviour triggered by anxiety and low self-esteem (Elliott, 1994; DeSarbo and Edwards, 1996) . Owning credit card can have an impact on over spending as one does not have to bother about availability of cash. Numerous studies in Western countries have examined relationship of credit cards with compulsive buying behaviour and material values (Roberts and Jones, 2001; Bernthal et al., 2005; O'Loughlin and Szmigin, 2006; Phau and Woo, 2008; Wang and Xiao, 2009) . They posit that credit card leads to compulsiveness as people can acquire products without having to bother about financial implications. The negative consequences of overspending are delayed. Though these constructs are extensively researched in Western countries (Phau and Woo, 2008; Wang and Xiao, 2009; Nga et al., 2011) , there has been limited research to examine relationship between compulsiveness, money attitudes, and credit card use among Indian consumers. The current research attempts to understand the applicability of these scales on Indian consumers and examines relationship between these constructs. These constructs have been applied and validated in different cultures (Masuo et al., 2004; Phau and Woo, 2008; Wang and Xiao, 2009; Tung and Baumann, 2009 ) and understanding their applicability in Indian context would add to literature on credit card use in emerging markets. Further, the findings can help credit card companies, policy makers, and banking practitioners in framing policies to manage compulsiveness due to over use of credit card. The research objectives identified for the study were:
RQ1
To examine relationship between compulsiveness and money attitudes in a developing market like India.
RQ2
To examine influence of credit card use, money attitudes and age on Indian consumers' compulsive buying behaviour.
Western scales were used for studying compulsiveness, money attitudes and credit card use among Indian consumers. These findings can help in understanding applicability and validity of the scales developed by Western researchers in Indian context.
Literature review
Even at a time of slowing economy, low GDP, and FDI, credit card market is growing in India. Press releases suggest that most banks and credit card companies are offering promotions to encourage Indian consumers' to overspend. The amount of credit transactions have grown exponentially by 57% in last two years (The Indian Express, 2013) . These promotional offers include zero-interest EMI option which motivates consumers to use credit cards. Indian society traditionally functioned on credit where people shared a personal rapport with local traders and vendors. The local traders offered credit facility where consumers could purchase products on credit and pay at their convenience (Kalhan, 2007; Ramkrishnan, 2010) . However, credit card use increased with economy opening up to foreign firms. Zero-interest EMI is being offered with a host of mobile phone makers launching smartphones with tenures ranging from three to 12 months. Consumers are getting good deals with 36-40% interest on credit card outstanding after initial interest-free period of 20-55 days of purchase (The Indian Express, 2013) . There is another dimension to increase in credit card use story. Increased credit card use has increased earnings of banks. They charge between 3-4% per month on any outstanding amount consumers' borrow through credit card. In the last one year, 53% of A. Khare outstanding balances were reported through credit card use (Yahoo! Finance, 2013) . When borrowers revolve credit, banks earn a higher interest income. The income of banks through credit card interest was over 60% from 2011 and over 80% in 2009. Since India represents an upcoming market for credit card companies, these two facts about increased tendency to borrow and overspend through credit card were explored. The variables relevant for the study are examined separately under different sub-sections below.
Money attitudes
Many studies have analysed consumers' attitudes towards money. Wernimount and Fitzpatrick (1972) identified seven constructs which symbolise different meanings to consumers. Money conveyed status, social acceptability, security, failure, moral evil, and social unacceptability. Goldberg and Lewis (1978) have related money with comfort, power, security, and freedom. Yamauchi and Templer (1982) found that attitude towards money was related to status, anxiety, power, and distrust. They identified three broad psychological aspects of money attitudes. The first aspect defined security, confidence, and optimism related to having money and pessimism, anxiety, and fear of not having enough money. The second psychological aspect defined desire to retain money and hoarding behaviour. The third dimension comprised of status, power, and prestige association of money. These factors provided an understanding about consumers' positive and negative attitude towards money and its symbolic meaning. Power-prestige factor was significantly correlated with status and time-retention factor was correlated with obsessive personality. Distrust factor was correlated with paranoid personality. These scales were able to capture obsessive thoughts, anxiety, fears and negative feeling people have about money.
The dimensions of money attitude scale (MAS) have been much researched and adapted across different cultures in order to understand its applicability towards products and services. Medina et al. (1996) examined Mexican Americans and Anglo Americans money attitude using MAS developed by Yamauchi and Templer. Mexican Americans had lower scores for time dimension which reflects their willingness to delay spending money. They were unlikely to respond to offers by firms that require long term consumption and were heavy users of credit cards and personal loans. No difference was reported on power/prestige dimension of money between the two groups. Roberts and Sepulveda (1999) studied applicability of money value scale (MAS) developed by Yamauchi and Templer (1982) on Mexican consumers. Age and occupation were found to be important predictors to 'power-prestige' factor of MAS. Older consumers were more anxious about money matters and younger consumers were likely to exhibit compulsiveness while shopping. Yamauchi and Templer's distrust and anxiety factors need refinement as they were not applicable for Mexican consumers. Anxiety about money can manifest itself in obsessive and compulsive behaviours. Anxiety was described as nervousness and uneasiness to spend money. It has two manifestations: over-cautious approach leads to not spending money and hoarding tendencies and spending money can help in reducing inferiority complex. Both these dimensions have been discussed in literature. Furnham (1984) developed a scale to measure beliefs and behaviour (MBBS) towards money. The factors identified were labelled as obsession, power/spending, retention, security, inadequacy and effort/ability. Demographic variables like age, sex, and education influence consumers' money beliefs. Young people were likely to perceive money as symbolising power and status. Masuo et al. (2004) investigated multidimensionality of money beliefs and behaviour scale (MBBS) developed by Furnham (1984) on American, Japanese and Korean college students. Factor analysis revealed three factors: power, security, and financial modesty. Attitudes towards money were found to vary across different ethnic groups.
Some researchers suggest that money values are influenced by personality of individuals. Furnham (1996) studied attitudinal and behavioural correlates of money related beliefs. Money pathology scale was closely correlated with moral and political values of individuals. Demographic factors were weak predictors to money related pathology. Attitudes acquired in childhood towards acquiring and disposing money affect individual's money related beliefs. Prince (1993) suggests that psychology of money relates to individual's self-concept and attitude towards money. Self-concept related to two money attitudes. The first attitude was related to money belief that rich people are vulgar and luxury products symbolised success. The second money belief was that hard work brings success. It related to negative beliefs about other people and personal values reflecting possessiveness. Tatzel (2002) found that tightness with spending money and high materialism predicts different types of consumption related tendencies. Tightness with money and high materialism was related with bargain seeking tendencies; looseness with money and high materialism was associated with price conscious behaviour; tightness with money combined with low materialism predicts reluctance to spend; and looseness with money combined with low materialism predicts spending on experiences. Different attitudes towards money manifested in cautious or reckless attitudes towards spending. Torisi et al. (2006) extended Tetzel's work and examined relationship between materialism and money spending attitudes towards impulsive buying, attitude towards debt, sensation seeking, and openness to experience. Individuals low on materialism and tight on money have negative attitudes towards debt. Individuals high on materialism and loose on money were found to be open to experience. Non-spenders liked to hold on to money and did not aspire for material possessions. People loose on money but low on materialism were found to be open to experience. Their research supports Tetzel's research.
Researchers have attempted to understand applicability of money attitudes scales in Eastern cultures. There have been modifications suggested as cultural and economic factors influence consumers' attitudes. Tung and Baumann (2009) examined attitudes towards money, material possessions, and savings among five ethnic sub-groups: Caucasians in Australia; Chinese in Australia; Caucasians in Canada; Chinese in Canada; and Chinese in China. The results suggest that ethnic culture plays an important role in determining consumers' attitude towards money and savings. Chinese who were born and raised in Australia and Canada exhibited similar attitudes towards savings rate and money/material possessions as their counterparts in China than to the Caucasians in Australia and Canada. Furnham et al. (1996) examined differences among people across five continents in forty two countries on work ethics, achievement motivation, competitiveness, attitudes towards savings and money. The findings revealed two clusters: one cluster of twenty countries which revealed high scores on achievement, mastery, money attitudes, and savings and the second cluster of twenty one countries revealed lower scores on these dimensions. The attitudes of the competitiveness and urge to do better than others were powerful stimulants of economic growth. Brandstatter and A. Khare Brandstatter (1996) posit that consumers' subjective value of money depends on income and attitudes towards money. It is not influenced by extroversion or emotional stability. Hayhoe et al. (1999) posit that there is difference in money attitudes of credit card and non-credit card holders. They differed on money attitude factors of obsession and retention and affective credit card attitude. Eleven factors: affective credit attitude, behavioural credit attitude, cognitive credit attitude, obsession money attitude, retention money attitude, gender, having taken a course in personal finance, borrowing from friends or relatives, preparing a list when shopping, age, and use of money as a reward in family of origin were found to be significant. Lim and Teo (1997) adapted MASs developed by Furnham (1984) , Tang (1992) and Yamauchi and Templer (1982) to study money attitudes of Singaporean consumers. The results identified eight factors explaining money attitude: obsession, power, budget, evaluation, achievement, anxiety, retention, and non-generous. Men tend to use money to make comparisons. In a related study, Lim et al. (2003) posit that men are more concerned about 'anxiety' and 'power', while women are more concerned about 'budget, retention, and evaluation' dimensions of MAS.
The anxiety, power-prestige, distrust, and time retention factors of MAS (Yamauchi and Templer, 1982) were adapted to understand their relationship with compulsive behaviour. These dimensions exhibit relationship with personality factors like obsessive behaviour, paranoia, and inferiority complex. Individual's attitude towards money would reflect their fears, security, satisfaction, and desire to overcome negative feelings. The scales also capture compulsive tendencies that help individuals' overcome anxiety. MAS has been used in other Eastern cultures; however, its applicability on Indian consumers is limited. Examining relationship of MAS with compulsiveness can provide insights about consumers' attitudes towards purchasing. The nature of relationship of anxiety, power-prestige, and distrust dimensions with compulsiveness can be explored.
Compulsive buying behaviour
Compulsive buyers experience powerful urges to purchase (Yurchisin and Johnson, 2004) and routinely feel guilty about their buying tendencies (Elliott, 1994) . Edwards (1993) defines compulsive buying behaviour as abnormal and chronic form of shopping behaviour where shopper experiences uncontrollable and repetitive urge to purchase. Individuals low on self-esteem and suffering from inferiority complex are likely to experience compulsive tendencies (King, 1981) . DeSarbo and Edwards (1996) found that compulsive buyers react to stressful situations in their life by exhibiting chronic shopping tendencies. They categorised compulsive shoppers under internal and external compulsive groups. Internal compulsive group is affected by psychological problems, personality, and family upbringing, whereas external compulsive group is affected by personal situations. In another study, Valence et al. (1988) suggests that compulsive behaviour had genetic origins. Compulsive individuals were likely to have family members who exhibited similar dysfunctional behaviour (alcoholism, extreme nervousness, depressive tendencies, etc.). Faber and O'Guinn (1992) developed a screener to understand compulsive buying behaviour. The psychological correlates and motivations of compulsive buyers differ from non-compulsive buyers. Compulsiveness is a psychological disorder (Miller, 1980; Faber and O'Guinn, 1992; DeSarbo and Edwards, 1996; Friese, 1999) . Hassay and Smith (1996) found that compulsive buyers were likely to return purchased products to the stores. This was to exhibit greater concern for store return policies. Compulsive consumption had various manifestations and consumers' product disposition behaviour had to be kept in consideration while developing compulsiveness scale.
Hanley and Wilhelm (1992) compared money attitudes and self-esteem of compulsive and non-compulsive shoppers. Compulsive shoppers reported low self-esteem than non-compulsive shoppers. Money attitude of compulsive shoppers was associated with symbolic representation money had with improving their self-esteem. Research suggests influence of personality characteristics, biological and social factors on compulsive buying (Faber and O'Guinn, 1992; DeSarbo and Edwards, 1996; Dittmar, 2005; Ureta, 2007; Kellett and Totterdell, 2008) . Personality traits like dependence, denial, depression, isolation, excitement seeking, approval seeking tendencies, and low self-esteem influence compulsive tendencies. Kyrios et al. (2004) posit that compulsive buying addresses behavioural domains of depression, compromised self-perceptions, wrong beliefs about nature of things and purchasing opportunities, erroneous perceptions about psychological benefits of buying, and difficulties in decision making.
Compulsive buyers face difficulty in controlling their impulsive and chronic buying tendencies. Compulsiveness enables individuals in reducing anxiety, emotional repair, and improving self-esteem (Ureta, 2007) . Compulsive shoppers felt happy while shopping and reported high self-esteem. Shopping helped them in managing anxiety. Feeling of guilt associated with shopping is quickly replaced by a feeling of euphoria (Dittmar, 2005) . Johnson and Attmann (2009) examined role of compulsive consumption on fashion clothing among females. Results suggest significant relationships between neuroticism and materialism, neuroticism and compulsive clothing buying, materialism and fashion interest, and fashion interest and compulsive clothing buying. Fashion interest may be an important mediating factor between materialism and compulsive clothing buying. Compulsive clothing buyers experience anxiety and relationship between neuroticism and fashion clothing was found. Shoham and Brencic (2003) state that consumer's tendencies to purchase products not on the shopping list, unplanned purchases, and gender are predictors to compulsive buying. The extent to which consumers engage in store decision making would determine compulsiveness. Dittmar (2005) posits that materialistic tendencies are important predictor to compulsive buying. Materialistic values guide people towards achieving happiness, power, and success. Compulsive buying entails people to purchase products as a means to mood-repair and improving self-esteem. Well being is low among compulsive individuals who view material possessions as a means to improve their self-identity. Younger age groups are prone to compulsiveness. Saraneva and Sääksjärvi (2008) in their research on adolescents found that compulsive shoppers experience different types of emotions. If they get a good bargain while shopping, they feel a sense of pride and happiness.
From the above discussion, it is implied that compulsive shoppers use shopping to overcome feelings of anxiety and low self-esteem. Possessions help in improving self-image and -esteem. Credit card as a product can help compulsive shoppers to purchase products without feeling anxious about making payments immediately. The next section examines growing use of credit cards, its symbolic association with power-prestige, well being, and security, and its relationship with compulsiveness. Credit card use relates to dimensions like convenience, payment and flexibility. People use credit cards for both functional and symbolic reasons (Meidan and Davos, 1994; Worthington et al., 2007; Gan et al., 2008; Wickramasinghe and Gurugamage, 2009; Ahmed et al., 2010) . The current research examines the influence of money attitudes on
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Indian consumers' compulsive buying behaviour. MAS dimensions of power, anxiety, status, prestige, and retention would help in reducing low esteem. From the above discussion, the following sets of hypotheses are identified.
H 1a Money attitude of price sensitivity will be positively related to compulsiveness.
H 1b Money attitude of prestige will be positively related to compulsiveness.
H 1c Money attitude of anxiety will be positively related to compulsiveness.
H 1d Money attitude of power will be positively related to compulsiveness.
Credit card use
Credit cards have become a popular means of transaction in the past few decades. Research on credit cards suggests credit card market has become saturated in developing countries and companies are adopting aggressive marketing to attract consumers. However, credit card use and ownership remains limited in developing countries. Research in different countries suggests lifestyle and demographics factors in predicting consumers' adoption of credit cards (Chan, 1997; Wickramasinghe and Gurugamage, 2009; Ahmed et al., 2010; Foscht et al., 2010; Pulina, 2011) . Delener and Katzenstein (1994) studied credit card use among Hispanic and Asians. They found that credit card use and acceptance was low among ethnic groups. Most of the consumers were comfortable making payments through cheques. Meidan and Davos (1994) in their research on credit card use among Greek consumers found that factors like convenience, security, economy, status and acceptance of credit cards abroad were important. Greek cardholders were practical in selecting credit cards. Income, age, profession, and frequency of travel abroad should be considered while designing marketing strategies for credit cards. Hogarth et al. (2004) posit that consumers are likely to stop using credit cards because of lack of information regarding companies resolving their problems. Resolution of problem does not imply that consumer is likely to stay with the credit card company. It is important to realise that given the nature of service, consumers are likely to switch to another firm even if their problems get resolved. Worthington et al. (2007) posits that credit cards were used by Chinese for primarily travel and entertainment. Urban Chinese used credit cards while travelling abroad. Debit cards were used within mainland China, whereas credit cards were used outside China. Willis and Worthington (2006) found that credit cards communicate high 'status and value' to Chinese consumers. The foreign companies were ranked higher on status as international credit card image symbolised status.
Materialism, money attitudes, and compulsive buying have been studied with respect to credit card use. Researchers investigated relationship between attitudes towards money and use of credit card. Attitudes towards money encompass debt, financial risk, and power. Wang et al. (2011) studied influence of money attitude and affective, cognitive and behavioural dimensions, risk and attitude towards debt on Chinese consumers' credit card debt behaviour. Behavioural and cognitive dimensions were positively related to frequency of revolving credit card use. Positive debt attitudes were related to frequency of petty instalment. Abdul-Muhmin (2010) suggests that credit cards are viewed as substitutes for low value purchases in Saudi Arabia. Paying in cash for small transactions was considered fast, convenient, and easy. However, when consumers do not have immediate funds, credit card may be used for transactions. Parahoo (2012) posits that credit card loyalty can be increased through consumer involvement. Credit card companies can use branding, positioning, and service related factors for improving consumers involvement.
Some researchers have established relationship between compulsiveness and credit card use. Credit cards enable consumers' to overspend. In a study on credit card use among Australian consumers, Phau and Woo (2008) found that compulsive buyers perceived money to symbolise power and prestige. Compulsive buyers were more likely to use credit cards. There was no difference between compulsive and non-compulsive buyers with respect to MAS factors like time retention, anxiety, and distrust. Blankson (2008) in his research on college students preference for credit cards found that purchasing power, credit ratings, reputation of credit card companies, and incentives affected choice of credit cards. Credit card choice was related to buying power, incentives, firm's reputation and credit ratings. Credit cards enabled them to make purchases in emergency situations. Foscht et al. (2010) posits that credit card use among young Austrian consumers was related to personal characteristics and features of payment method. Consumers' preference for credit cards in Turkey depends on factors like relative advantage, compatibility, observability and complexity (Kaynak et al., 1995) . Credit card users were likely to be better educated, belonging to upper-middle class and middle aged. In another research on Italian consumers, Pulina (2011) found that younger consumers were likely to show irresponsible behaviour towards credit card use. Credit card use was influenced by demographic, socio-economic, and service factors. Credit card use was popular among Sri Lankan consumers as it enabled them to purchase routine items on credit. Further, credit cards symbolise status and were used for short term financing (Wickramasinghe and Gurugamage, 2009 ). Most researchers suggest that younger consumers are reckless and irresponsible towards credit card use. Credit cards enable to overspend which leads to financial problems (Roberts and Jones, 2001; Bernthal et al., 2005; Phau and Woo, 2008; Fogel and Scheider, 2011; Nga et al., 2011) .
Research on credit card behaviour of Indian consumers has examined role of services, reward points and lifestyle on credit card use. Goyal (2004) states that Indian consumers have a positive attitude towards supplementary services offered along with credit cards like "ATM facility, acceptance of petrol pumps, zero/limited lost card liability, acceptance at airlines and railway counters, and cash withdrawal-within credit limit". In another research, Goyal (2008) examined role of supplementary services offered with credit cards in reducing consumers' perceived risk. Supplementary services could help in reducing psychological and financial risks associated with using credit cards. Liu et al. (2012) examined influence of reward points on credit card use of Indian customers. Frequency of credit card use increased because of reward points and redemption programs offered by credit card companies. Consumers exhibited low involvement and loyalty with credit cards. Lack of awareness about reward points and loyalty programs accounted for low involvement. Khare et al. (2012) found that credit card use in India was affected by lifestyle and convenience related factors. Credit card use is still limited in India and most people prefer to make payments through cash. Lifestyle values of sense of belonging and fulfilment moderated status, convenience, and use related factors of credit cards.
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There exists a strong relationship between credit card use and compulsiveness (Roberts and Martinez, 1997; Roberts and Jones, 2001; Pirog and Roberts, 2007; Phau and Woo, 2008) . Credit cards allow consumers to purchase products on impulse. It bestows power and individuals do not have to worry about making payments immediately. Consumers are likely to misuse credit cards to show their status (Roberts and Jones, 2001; O'Loughlin and Szmigin, 2006; Willis and Worthington, 2006; Wang and Xiao, 2009 ). Roberts and Jones (2001) found that money attitudes power-prestige, anxiety, and distrust are related to compulsive buying tendencies. Credit card use strengthens the relationship between money attitude and compulsive buying. Norum (2008) reports that money attitude factors -power and prestige and anxiety about money -were positively associated with compulsive buying behaviour of college students. Females were found to exhibit higher compulsive tendencies than males. Irrational credit card use was strongly related to compulsive buying. Nga et al. (2011) found that materialism was a partial predictor in relationship between compulsive buying and image consciousness behaviour of youth. They reported mediating relationship between credit cards and materialism. This was because college students lacked information about credit card use and its financial implications. Watson (2009) examined attitudinal and behavioural differences between internal and external locus of control consumers on credit card misuse, money attitudes and compulsive buying. Consumers having internal locus of control reported low compulsive behaviours while those having external locus of control reported high compulsive tendencies. Internal locus of control consumers had low scores on MAS. Consumers high on external locus of control use external controls like purchasing to achieve a sense of well being. They are likely to misuse credit cards and exhibit high compulsiveness. The above discussion states that compulsiveness was affected by credit card use factors and money attitudes. Young people are likely to be more compulsive. This leads to hypotheses: H 2 Credit card use factors would influence compulsiveness. 
Methodology

Survey instrument
The objective of the research was to understand relationship between money attitudes, credit card use and compulsive behaviour among Indian consumers. As discussed in the preceding section, these constructs have been studied by several researchers. It was important to select scales that have been validated and tested across cultures and consumer groups. Roberts and Jones' (2001) scales on money attitude and credit card use was adapted to understand its applicability in Indian context. The constructs identified in their research were closely related to compulsive behaviour measures. This would help in aligning the research objectives in a purposeful direction. Similarly, compulsive buying behaviour scale developed by Ridgway et al. (2008) was adapted. These scales were selected as it was believed that having been tested by researchers in other studies they would provide a parsimonious understanding of the relationship being investigated. The survey instrument contained measures for demographic variables like age, income, education, marital status, and gender. The total items in the questionnaire were thirty one. There were three sections to the questionnaire: money attitude measures, compulsive buying measures, and credit card use measures. The MAS developed by Yamauchi and Templer (1982) had been modified by Roberts and Jones (2001) . The modified version of MAS (Roberts and Jones, 2001 ) was used to measure money attitudes; it contained twenty items. The compulsive buying behaviour was measured by scale developed by Ridgway et al. (2008) ; it contained six items. Items to measure credit card use were adapted from Roberts and Jones (2001) . All responses were taken on a five-point Likert scale, with 1 for strongly disagree and 5 for strongly agree.
Sample
A self-administered questionnaire was administered through store intercept survey technique in six cities of India, viz. Delhi, Udaipur, Chandigarh, Chennai, Kolkata, and Bangalore. These cities represent Eastern, Southern, Western, and Northern regions of India and were selected in order to get a representation from different regions. Mall Intercept method is widely used in data collection and is perceived to provide complete in-depth response (Bush and Hair, 1985) . Respondents were contacted randomly at different malls during shopping hours. Different periods of time in a day and week were used in order to reduce sampling bias. Data collection was done over three months. All respondents were credit card holders. 78.5% of the respondents were male and 21.5% were females. The data collection was done using mall intercept technique. However, there are several weakness associated with it. Research suggests that in mall interviews specific types of individuals who spend more time in the malls are likely to be interviewed. It is also believed that mall intercept technique can end up targeting specific type of consumers who spend more time in malls than other types of shoppers, so the sample is likely to represent a large section of that particular group (Bush and Hair, 1985; Nowell and Stanley, 1991) . In the current research, there were a greater percentage of males than females. The demographic details of respondents are described in Table 1 . 
Findings and discussion
To understand the applicability of the three scales on Indian sample (viz. MAS, compulsive buying behaviour, and credit card use), exploratory factor analysis was run on all three scales. Factor analysis helps to identify factors relevant for the study (Churchill et al., 2010) . Factor analysis was run on the MAS (Roberts and Jones, 2001 ) to understand its applicability on Indian sample (Table 2) . Although I should judge the success of people by their deeds, I am more influenced by the amount of money they have.
.619
People I know tell me that I place too much emphasis on the amount of money a person has as a sign of success .610
It bothers me when I discover I could have gotten something for less elsewhere.
.742
I seem to find that I show more respect to people with more money than I have .640
I behave as if money were the ultimate symbol of success .621
I must admit that I purchase things because I know they will impress others.
.704
In all honesty, I own nice things in order to impress others.
.634 I show signs of nervousness when I don't have enough money.
.647
I spend money to make myself feel better. .568
I show worrisome behaviour when it comes to money.
.647 I worry that I will not be financially secure .632
I feel bothered when I have to pass up a sale. .692
I automatically say, "I can't afford it" whether I can or not .604
When I make a major purchase, I have a suspicion that I have been taken advantage of.
.744
When I buy something, I complain about the price I paid. The MAS by Roberts and Jones (2001) contains twenty items which fall under three factors: power-prestige, anxiety, and price sensitivity. The analysis revealed four factors, which covered 59.528% of variability and all eigenvalues exceeded 1.0. Three items had factor loadings less than .5 and failed to fit Nunnally's (1978) recommended level of internal consistency for scale development. The items: "I use money to influence other people to do things for me; After buying something, I wonder if I could have gotten the same for less elsewhere; It's hard for me to pass up a bargain were removed from further analysis". The factors were labelled according to factors identified by Yamauchi and Templer (1982) and Roberts and Jones (2001) . The first factor was labelled as 'price sensitivity' as the original scale. The original factor of price sensitivity contained seven items. However, in the current research, only four items from the original factor loaded together. The items under power-prestige factor as reported by Yamauchi and Templer (1982) and Roberts and Jones (2001) loaded under two different factors. The first three items were labelled as 'power' as they related to money as a symbol for success. The other four items were of original scale along with two items from original anxiety factor loading under one factor. The factor was labelled as 'status'. The items were related to using money to show one's status to impress others. This was a new factor. The third factor was labelled as 'anxiety' and contained three items similar to the original scale and one item from price sensitivity factor. MAS gets modified and refinement in scale according to Indian consumers may be desired. Cronbach alpha values for four factors ranged between .630-.783. The second factor analysis was run on compulsive buying behaviour scale developed by Ridgway et al. (2008) . All the six items loaded under one factor with 50.929% of variability. The factor was similar to the original scale. The eigenvalues exceeded 1.0 and Cronbach alpha value was .804 (see Table 3 ). Ridgway et al. (2008) Third factor analysis was run on credit card use (Roberts and Jones, 2001) . The credit card scale has been adapted for current study; and was used on Indian customers for first time. The analysis revealed three factors, which covered 66.676% of variability and eigenvalues exceeded 1.0. In the original scale all the twelve items were loaded under one factor; however, in current research, the factors loaded under three factors (Table 4) . The scale factors get modified and some refinement may be required. The first factor was labelled as 'credit risk'; it included items on payment, using credit rarely, paying credit card debt, owning too many credit cards. The second factor was labelled as 'extravagance-prudence' and contained items on cautiousness, impulsive buying, credit limit, and over spending. The third factor was labelled as 'credit payment' and contained items about making credit card payments on time, using maximum credit limits available on credit card and using one credit card to pay for another. Cronbach alpha values of three factors ranged between .643-.845. Correlation test was administered to understand relationship between money attitude factors and compulsive buying behaviour (see Table 5 ). The correlation test revealed that all three money attitude factors had positive relationship with compulsive buying (p < .01). The results support earlier research that suggest strong relationship between money attitude and compulsive tendencies (Roberts and Jones, 2001; Pirog and Roberts, 2007; Phau and Woo, 2008; Norum, 2008) . Consumers high on compulsiveness would exhibit strong emotions about money. Money would convey status, prestige and power. It symbolises status; and using money to acquire products may help in reducing anxiety and feeling of low self-esteem. H 1 gets accepted.
Step wise regression analysis was run to understand moderating influence of age and gender on money attitudes and credit card use factors in predicting compulsive buying behaviour (see Table 6 ). In the first model, 'power' factor of MAS emerged as the predictor variable for 'compulsive buying' (R 2 = .279, p < 0.01). The first model suggests that power accounts for 27.9% of compulsive buying. The results support earlier research (Hanley and Wilhelm, 1992; Roberts and Martinez, 1997; Roberts and Jones, 2001; Norum, 2008) . Credit card factors of credit risk and payment, money attitude factors of status and anxiety and gender were removed from the model as they did not affect compulsiveness. Only three factors of power, extravagance-prudence, and financial literacy were retained through four regression models. Consumers' perception about money symbolising power enabled in overcoming feelings of low esteem. Money could be used to show ones' position and status in social setting.
Table 6
Step wise regression analysis -predictors to compulsiveness In the second model, 'power and price sensitivity' factors of MAS emerge as predictors (R 2 = .369, p < 0.01), and both these variables account for 36.9% of compulsive buying behaviour. The findings suggest that compulsive buyers would be influenced by not only power but also are likely to be sensitive towards changes in price. Research suggests that compulsive buyers experience positive emotions if they are able to purchase products at low price (Dittmar et al., 1996; Dittmar, 2000; Dittmar and Drury, 2000; Ureta, 2007; Kellett and Totterdell, 2008) . They are likely to feel guilty about their purchases as most of the purchases are impulsive and may assuage feeling of stress and depression. They are price sensitive as getting a good bargain makes them feel happy (Shoham and Brencic, 2003) . Compulsive shoppers possess more information about prices as they are conscious about prestige and status (Kukar-Kinney et al., 2012) .
In third model, 'extravagance-prudence' of credit card use factor was introduced. Power, price sensitivity, and extravagance-prudence emerge as predictors to compulsive buying and account for 37.9% of (R 2 = .379, p < 0.01) behaviour. The extravaganceprudence factor of credit card reflects consumers' impulsive buying behaviour. People with credit cards are likely to exhibit reckless and irresponsible shopping tendencies. The results support earlier research that credit cards ownership can influence compulsive buying (Pirog and Roberts, 2007; Phau and Woo, 2008; Wang and Xiao, 2009; Nga et al., 2011) . Credit cards enable consumers to show their status among their peers. It symbolises prestige and power, and people may use it to communicate their position in society. In the fourth model, 'age' was introduced. The β value for age is negative which suggest that there is a negative relationship between age of consumers and their compulsive behaviour. The younger consumers are more likely to exhibit compulsive tendencies than older customers. Power, price sensitivity, extravagance-prudence, and age emerge as predictors to compulsiveness (R 2 = .387, p < 0.01) and account for 38.7% of the behaviour. H 2 and H 3 get partially accepted. The findings are in tandem with earlier research that found younger age groups to be more compulsive (Pinto and Mansfield, 2006; Norum, 2008; Wang and Xiao, 2009; Nga et al., 2011; Fogel and Scheider, 2011) . However, gender had no effect on compulsive buying behaviour. Younger consumer groups are likely to be irresponsible in their purchase behaviour and purchase products to communicate their status. Products symbolise material values and success. Compulsive tendencies help in overcoming feelings of anxiety, depression, and insecurity.
Marketing implications
The research examined influence of MAS and credit card use on compulsive behaviour. There is limited research on MAS in Indian context and understanding its applicability can provide insights about its utility related to credit card services. The results can help credit card companies and banks in understanding Indian consumers and targeting and segmenting decisions. Consumers' attitude towards money is important as it affects their purchase decisions. The findings can be useful for companies in guiding consumers about the interest rates, borrowing, debt, and promotional incentives related to credit cards.
The results suggest that power, price sensitivity, extravagance-prudence, and age factors are predictors to compulsive behaviour among Indian consumers. Gender was found to have no effect on compulsiveness. The study provides useful insights to marketers and credit card companies. Money attitudes relate to consumers' feelings of power, prestige, status, and security. In order to overcome anxiety related to money matters consumers' can exhibit compulsive tendencies. Compulsive buyers are over anxious about their self-identity and use money to overcome inferiority complexes (Elliott, 1994; DeSarbo and Edwards, 1996; Dittmar and Drury, 2000; Ureta, 2007) . Compulsiveness would lead to over spending and credit cards help in purchasing products on impulse. Credit cards would facilitate consumers in purchasing products they may not have been able to afford earlier. It can lead to exhibiting status, affluence, and power (Willis and Worthington, 2006; Gan et al., 2008; Wickramasinghe and Gurugamage, 2009; Fogel and Scheider, 2011) . Credit card firms can use these results to market their products. Information about credit card interest, services and debt should be provided to consumers so that they understand financial implications of misusing credit cards. Credit card ownership gives consumer power to purchase products without bothering about having adequate cash. This may lead to irresponsible spending and result in debt (O'Loughlin and Szmigin, 2006; Pirog and Roberts, 2007; Phau and Woo, 2008) . People use credit cards for purchasing luxury products that communicate their status.
Results indicate that young people are more likely to exhibit compulsive behaviour. Credit card companies need to be careful while marketing their products to young people. In the long term over-spending would have negative consequences not only for credit card firm but also consumers. Phau and Woo (2008) state that young people may acquire debt due to credit card misuse. They believe that debt is a temporary state and can be easily overcome. Young people experience affluence in the early stages of their career due to increase in income levels. This leads them to pursue affluent lifestyle and acquire products to improve their self-worth. Credit card companies should look at the social implications of trying to market credit cards to young people. They cannot ignore the social issues related with compulsiveness. India, in recent years has experienced increase in income levels and this has resulted in changes in consumer purchase patterns. Studies in other countries have found that compulsive buying affects not only the individual but also family members (Dittmar, 2000; Pirog and Roberts, 2007; Wang and Xiao, 2009; Nga et al. 2011) . People misuse credit cards to show their wealth and status (O'Loughlin and Szmigin, 2006; Willis and Worthington, 2006; Wickramasinghe and Gurugamage, 2009; Pulina, 2011) . The irresponsible behaviour can be managed by providing correct and complete information. Cautious approach should be used to target first time users. Promoting consumers to acquire multiple credit cards at low interest rates can have severe social and financial consequences. People may acquire credit cards from different banks or companies in order to show their status; however, it would lead to overspending. Advertising of credit cards should not only focus on incentives and benefits, but should also highlight its debt related features. It is important to inform consumers about financial risk and debt. Research suggests that young people lack understanding about financial issues which leads to compulsive tendencies. Symbolic association of credit cards with affluence and status can encourage them to acquire credit cards which they may not be able to afford. Credit card firms relentlessly pursue consumers by proclaiming advantages of credit cards. It is important to consider financial and social implications while marketing credit cards.
Limitations and future research
There are larger numbers of males as compared to females in the sample. This is the drawback of using mall intercept method to collect data. Future research can try to overcome the weakness. There was no influence of gender on compulsiveness. Future research may be undertaken to understand influence of consumer personalities on compulsiveness. Influence of lifestyles and values may be studied on credit card use and compulsiveness.
Consumers' perception regarding foreign and domestic credit card firms may be studied. This can help in understanding consumers' perception towards different credit card brands. Certain credit cards may communicate more value and symbolise material achievements. Consumers' perception of credit cards as material possession and luxury products can be studied with respect to compulsiveness. Reasons for owning credit cards can be studied to find its impact on compulsiveness. Research on compulsive behaviour and online shopping can be conducted. Influence of personality factors on compulsive buying can be studied.
